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Purpose - The aim of this study is to examination the effects of online consumer attitudes towards 
customer loyalty in e-commerce mobile applications in Thailand. 
Methodology - Here, the data were gathered by using questionnaire from 356 online consumers 
in Thailand. With the results of the study, design and satisfaction have a significant positive 
relationship and effectiveness with customer loyalty but security has a significant negative. Also, 
design, assortment, perceived value, security, fulfillment, satisfaction, and trust have positively 
moderate the makes regular repeat purchase, purchases across product and service lines, 
refers others, and demonstrates an immunity to the pull of the competition. In summary, online 
consumer attitudes is the antecedent of customer loyalty; application design, application security, 
and satisfaction are the factor of explaining customer loyalty; and online consumer attitudes is the 
partial moderator of the relationships. Potential discussion is efficiently implemented in the study. 
Theoretical and managerial contributions are obviously provided. 
Results - The descriptive statistics and correlation matrix for all variables are presented in Table 
3. With respect to potential problems relating to multicollinearity, variance inflation factors (VIF) 
were used to provide information on the extent to which non-orthogonality among independent 
variables inflates standard errors. The VIFs range from 2.410 to 3.748, well below the cut-off value 
of 10 recommended by Neter, Wasserman and Kutner (1985), meaning that the independent 
variables are not correlated with each other. Therefore, there are no substantial multicollinearity 
problems encountered in this study.
Table 3: Descriptive Statistics and Pearson’s Correlation Matrix of Study Variables
Variables CLT DST AMT FMT PVT SCT SFT TRT VIFs
Χ 3.601 4.118 4.042 3.988 3.844 3.988 3.897 3.938
S.D. 0.759 0.597 0.667 0.643 0.700 0.638 0.666 0.678




Variables CLT DST AMT FMT PVT SCT SFT TRT VIFs
DST - 0.714** 0.670** 0.552** 0.566** 0.592** 0.599** 2.615
AMT - 0.609** 0.522** 0.595** 0.595** 0.596** 2.410
FMT - 0.741** 0.691** 0.640** 0.655** 2.984
PVT - 0.823** 0.721** 0.692** 3.090
SCT - 0.749** 0.684** 3.022
SFT - 0.793** 3.748
TRT - 3.233
Note: **Correlation is significant at the 0.01 level (2-tailed)
Multiple linear regression analyses were carried out to test the individual hypothesized relationships.
Significance - Assortment, perceived value, fulfillment and trust do not have a significant impact 
(at 5 percent significance) on customer loyalty. Design and satisfaction have a significant positive 
impact on customer loyalty but security has a negative significant impact on customer loyalty. The 
results highlight, that hypothesis accept includes H1, H4, and H6 were supported at 5 percent 
significance level. The implications of result are now explored in the discussion section. 
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CONCLUSION
This study aims at investigating the relationships and effects between online consumer attitudes 
and customer loyalty of e-commerce mobile application in Thailand. Online consumer attitudes 
are the independent variable of the study and it includes design, assortment, perceived value, 
security, fulfillment, satisfaction, and trust. Likewise, customer loyalty is the dependent variable 
of the study. Here, 356 online consumers in Thailand were chosen as a sample of the study. 
The results indicate that design, assortment, perceived value, security, fulfillment, satisfaction, 
and trust are positively related to makes regular repeat purchase, purchases across product 
and service lines, refers others, and demonstrates an immunity to the pull of the competition. In 
addition, application design, application security, and satisfaction have a positive influence on 
customer loyalty. According to the results of the study, future research is needed to conceptualize 
the measurements of online consumer attitudes and to collect data from other population and/or 
a comparative population in order to widen the perspectives.
Theoretical Contributions and Future Directions for Research
This study explicitly provides a clearer understanding of online consumer attitudes that has a 
significant positive influence on customer loyalty. Also, online consumer attitudes have an important 
positive impact on customer loyalty. Likewise, online consumer attitudes are the moderator of the 
customer loyalty relationships. Essentially, the study potentially expands the theories on previous 
knowledge and literature of online consumer attitudes and customer loyalty in e-commerce mobile 
applications. For advancing the field theoretically, this study is one of the first known studies to link 
online consumer attitudes to customer loyalty in the E-Commerce businesses of Thailand. With 
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the results of the study, the need for further research is apparent. Because e-commerce mobile 
applications does not only play significant role in becoming the moderator of the customer loyalty 
relationships, future research is suggested to review extensive literature of the moderating effects 
on these relationships. To potentially increase reliability, benefits, advantages and contributions 
of the study, future research should collect data from other countries in AEC and/or comparative 
population.   
Managerial Contributions 
For the managerial contribution of the study, this study helps executives and mobile application 
developers clearly identify and justify key components that are more critical in an e-commerce 
market. In fact, it is the applications design, application security, and satisfaction that can 
explicitly link to response to customer demand and more mobile application performance. Then, 
executives need to focus on applications design, application security, and satisfaction and put 
more emphasis on them. To maximize the benefits, advantages and contributions of applications 
design, application security, and user satisfaction, executives must also resort to other resources 
to support their operational efficiency and effectiveness, and create new opportunity particularly 
in the cyber markets. 
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